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Abstract 
The aims of this paper are to measure the brand equity of e-banking 
services, and to improve the conceptualization of customer-based e-service 
brand equity. A pilot and a main study were conducted. The findings in this 
study support the model of customer-based brand equity in e-service. A pilot and 
a main study were conducted. This study used a sample of 130e-banking 
customers. From the interrelationships among the organization's presented 
brand, external brand communications, customer experience with organization, 
brand image, brand awareness and perceived quality emergebrand association 
and brand loyalty and ultimately, brand equity. Finally, Partial least squares 
(PLS) modeling offers diagnostic information about a conceptual framework 
forunderstanding of customer-based brand equityin e-services. 
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Introduction 
Depending on which perspective is considered, the brand can have added value to the 
firms and the customers (Farquhar, 1989; Keller, 2003). From the consumer’s point of 
view, key arguments proposed as the reduction of perceived risks and search costs. In terms 
of the brand owners, key benefits include the ability to charge a price premium over and 
above rivals, the ability to gain market share against them, and the ability to keep customers 
by building brand loyalty which can in turn reduce marketing costs (Sangster, Wolton, and 
McKenney, 2001). Traditional models of brand equity developed by Aaker (2002) and 
Keller (2003) have been largely inspired by goods industry. There is no doubt that the 
service industry can benefit from the knowledge accumulated by goods firms. Nonetheless, 
the nature of services requires a different approach to build a powerful service brand. In the 
services marketing literature, a few authors have suggested new approaches to build a 
strong brand in the service market (Berry, 2000). The concept of brand equity requires 
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adaptation for extension into the context of services business regarding the specific nature 
of services (Parasuraman, Zeithaml, and Berry, 1985). Branding for services is different 
from branding for goods because in many services like banks, insurance companies, airlines 
or even hotels, the service delivery occurs during multiple interaction between customers 
and staff or self-service technologies (Bitner, Booms, and Mohr, 1994), Thus the customer 
experience during a service encounter becomes an important tool in shaping opinions and 
determining future associations between a customer and the brand (Bitner, 1990). This 
paper begins by reviewing the literature in the area of conceptualisation and measurement 
of brand equity and service brand equity. Then the methodology and the rationale for 
measuring the customer based brand equity are provided. This is followed by a discussion 
of the main findings. 
 
Brand Equity and Service Brand Equity 
There are numerous ways of measuring and estimating brand equity. Usually the 
methods for measuring brand equity are financial or marketing. From a financial 
perspective it is possible to give a monetary value to the brand that can be useful for 
managers in case of merger, acquisition or divestiture purposes (Kimpakorn and Tocquer, 
2010). Simon and Sullivan (1993) define brand equity in terms of cash flow differences 
between a scenario where the brand name is added to a company product and another 
scenario where the same product does not have brand name. Estimating a financial value 
for the brand is certainly useful but it does not help marketers to understand the process of 
building brand equity. The marketing perspective of brand equity is viewed with a customer 
perspective to help marketers to understand the brand in the minds of customers and design 
effective marketing programs to build the brand (Kimpakorn and Tocquer, 2010). Although 
in marketing, consumer aspect of brand equity is frequently followed, but is conceptualized 
differently by different authors. Aaker (1991, p. 15) defines brand equity as a set of assets 
and liabilities associated with the brand and these assets can be grouped into five 
dimensions: brand loyalty, brand awareness, brand association, perceived quality 
andproprietary brand assets. These assets are further tested and verified by scholars such as 
(Atilgan, Aksoy, and Akinci, 2005; Pappu, Quester, and Cooksey, 2005). Keller (1993) 
defines brand equity as differences in customer response to marketing activity. He 
considers brand equity in terms of brand knowledge that is, brand awareness and brand 
image. Lassar, Banwari, and Sharma (1995), on the other hand, associate brand equity with 
five dimensions such as performance, social image, value, attachment, and 
trustworthiness.The components of brand equity were posited by Aaker (1991), keller 
(1993), and Lassar, Banwari, and Sharma (1995), are in the context of traditional 
manufactured physical goods.Service brands are particularly different from physical goods 
and also they rely on employees’ actions and attitudes (Blankson and Kalafatis,1999). This 
difference is seen to focus around the belief that services are conceptually different from 
products. Services have a number of unique characteristics including intangibility, 
inseparability of production and consumption, heterogeneity of quality and perishability 
(De Chernatony, 2010). Kimpakorn and Tocquer (2010) believe that the services brand 
must be built through the integration of two perspectives: First, a traditional approach pre-
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eminent in the consumer goods industry, in which the marketing department is the driver of 
all branding efforts. Second, a new approach that emerges from the service economy in 
which the customer experience occurs during the service encounter and is the result of 
interaction between customers and service employees and/or self-service technologies. 
Berry (2000) argues that a strong services brand is built and sustained primarily by 
customers’ interactions with the provider. He believes the services branding model differs 
from a goods branding model in two prime respects. Customers’ actual experiences are 
salient in both models. For labour-intensive services, however, those experiences are 
primarily with people rather than manufactured goods. Also, in services, it is the 
organization that typically is branded, versus a manufactured product. Customers perceive 
the source of the experience as the brand. If the experience comes from using a product, the 
product is the brand; if the experience comes from an organization, then the organization is 
branded (Berry and Seltman, 2007). He examined services brands in his model of brand 
equity, he believes awareness and brand meaning both influence brand equity for 
experienced customers, but not to the same degree. Brand meaning has the greater impact 
because he believes a customer who is aware of a brand but doesn't like it will seek 
alternatives (Berry, 2000).He posited that the brand meaning, a compilation of brand 
associations that lead to the overall meaning of the brand for the consumer, 
disproportionately affects brand equity in comparison to brand awareness. The perception 
of the brand is more critical to brand equity than the mere presence of the brand in the mind 
of the consumer.In another study by Marinova, Cui, and Marinov (2008) the data illustrate 
that both consumers and providers in Chinese banking services sector perceived that brand 
equity can be influenced by customer relationships. Also Kimpakorn and Tocquer (2010) in 
their conceptual model of service brand equity identify six dimensions that seem relevant 
for measuring the value of a service brand with a customer perspective. These dimensions 
are brand awareness, perceived quality, brand differentiation, brand associations, brand 
trust, and brand relationships. The identified characteristics of the services combined with 
the growing prominence of service marketing have heightened importance of brand equity 
as a marketing imperative and raised the need to understand and manage brand equity. The 
present research aims to improve the measurement of customer-based brand equity in 
service industry by using a sample of actual banking customers and provide insights into 
the banking brand equity phenomena. Also the present study aims to provide some 
contributions to the area of service branding, which has been slow to develop, and is 
primarily conceptual in nature.  
 
Conceptual Framework and Research Hypothesis 
Despite the numerous definitions for brand equity in the literature, there is no common 
consensus about how a service company can measure brand equity. Though several 
dimensions of brand equity are identified in the literature, the interrelations among the 
various dimensions of service brand equity are not well understood. In this study the 
dimensions of service brand equity concept is identified by following the Semi-structured 
interviews and testing the relations between these dimensions among e-banking customers. 
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From the experts’ point of view, there was consensus that branding played a central 
and important role in banking services. In this Semi-structured interview, brand 
associations and brand loyalty were identified as key brand equity building criteria, in 
addition to facilitating brand differentiation. From experts’ perspective, Loyalty begins with 
the customer’s becoming aware of the product, the more the customer is aware of the 
product or service, the greater the possibility that she/ he will purchase/use the product or 
service. Respondents also believed that high levels of positive brand image should increase 
the probability of brand choice, as well as produce greater customer loyalty and decrease 
vulnerability to competitive marketing actions. Brand image stems from all of a consumer’s 
consumption experiences. Hence, customer perception about service quality and customer 
experience with organization directly affect brand image, also perceived quality has a 
significant positive impact on brand loyalty. Furthermore experts in the study appeared to 
consider external brand communications and organization’s presented brand to be salient in 
strong service brand equity. These relationships are summarized in the following 
hypothesis and showed in Figure 1 as well. 
H1. External brand communications has a significant positive impact on Brand 
awareness. 
H2. External brand communications has a significant positive impact on Brand image. 
H3. Customer experience with organization has a significant positive impact on Brand 
loyalty. 
H4. Customer experience with organization has a significant positive impact on Brand 
image. 
H5. Customer experience with organization has a significant positive impact on 
External brand communications. 
H6. Customer experience with organization has a significant positive impact on 
Perceived quality. 
H7.Organization’s presented brand has a significant positive impact on Brand 
awareness. 
H8.Organization’s presented brand has a significant positive impact on Brand image. 
H9.Organization’s presented brand has a significant positive impact on Perceived 
quality. 
H10. Brand awareness has a significant positive impact on Brand loyalty. 
H11. Brand awareness has a significant positive impact on Brand image. 
H12. Brand image has a significant positive impact on Brand loyalty. 
H13. Brand image has a significant positive impact on Brand association. 
H14. Perceived quality has a significant positive impact on Brand image. 
H15. Perceived quality has a significant positive impact on Brand association. 
H16. Brand loyalty has a significant positive impact on Brand equity. 
H17. Brand association has a significant positive impact on Brand equity. 
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Figure1. Research Model and Hypotheses 
 
 
Research Methodology 
In this section a brief introduction to this research’s methodology is presented. Figure 2 
presents a flowchart of the procedures which have followed in this study. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure2. Research Methodology 
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Data Collection and Analysis 
In the first stage, semi-structured interview, a list of research questions focused on 
general issues of service brand equity and relationships, the nature and role of brand equity 
and customer relationships in services, and the interplay and association between brand 
equity and customer relationships, was used as interview guide. In this stage judgemental 
and snowball sampling were used so that only those people who had a strong or long-term 
association with services would be interviewed. In the second stage, testing the model, the 
sample of the study included customers from e-banking customers from November to 
December 2012, and finally a total of 130 valid questionnaires from e-banking customers 
were collected by survey. 
Demographic statistics of the respondents revealed information regarding Sex and 
education. The results of descriptive analysis for demographic information indicated that 
63% of the respondents were male. Descriptive data of respondent’s education is indicated 
in table 1. 
 
Table 1. Education Statistics of Respondents 
Education (highest degree earned) Percentage in customer 
respondents (N=130) 
High school or below 39 
Associate or Bachelor’s 44 
Master’s or above 17 
 
In this research, we apply Partial Least Squares analysis to estimate our theoretical 
model, PLS is particularly appropriate when the model is complex (Ringle, Wende and 
Will, 2005). The software used was SmartPLS. The PLS model was analysed and 
interpreted in two stages: the measurement model and the structural model. In the first 
stage, the measurement model was tested by assessing the validity and the reliability on 
each of the measures to ensure that only reliable and valid measures of the constructs are 
used before drawing conclusions about the nature of the construct relationships. In the 
second stage, the structural model was tested by estimating the paths between the constructs 
in the model, determining their t-values and their statistical significance, which are an 
indicator of the model's predictive ability. Our test of the measurement model includes (1) 
the estimation of individual item reliability and (2) the examination of convergent and 
discriminate validity of the measures associated with individual constructs (Henseler, 
Ringle and Sinkovics, 2009). 
 
Measurement model 
In this research the Cronbach’s alphas of the model constructs range from 0.78to 
0.89(see the Table 2).The loadings of all items on their factors are significant (p <0.001)and 
greater than 0.7, which ensures indicator reliability. The PLS model estimation reveals that 
all model constructs exhibit satisfactory internal consistency. Composite reliability values 
range from 0.86 to 0.91 and average variance extracted (AVE) estimates range from 0.62 to 
0.68(Bagozzi and Yi, 1988). In addition, the discriminant validity of the nine latent 
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variables in the PLS model was tested. A latent variable should share more cross loadings 
with its assigned indicators than with any other latent variable (Chin, 1998). Each of the 
latent variables meets these requirements which mean the discriminant validity is supported 
in this model. 
 
Table 2. Measurement Items for the Constructs in the Conceptual Model 
Items Cronbach’s 
Alphas 
Composite 
Reliability 
AVE 
External Brand Communications 0.785 0.861 0.618 
Customer Experience with 
Organization 
0.824 0.884 0.676 
Organization’s Presented Brand 0.888 0.908 0.622 
Perceived Quality 0.793 0.865 0.616 
Brand Image 0.778 0.857 0.621 
Brand Awareness 0.779 0.858 0.622 
Brand Association 0.793 0.865 0.617 
Brand Loyalty 0.778 0.857 0.630 
Brand Equity 0.783 0.860 0.636 
 
Structural model 
The percentages of explained variance (R
2
 values) for brand equity, brand loyalty, 
brand association, brand awareness, brand image, perceived quality and external brand 
communications are 0.924, 0.901, 0.887, 0.919, 0.8531, 0.914, and 0.876 respectively. The 
PLS structural model and hypotheses were tested computing path coefficients. For each 
path, we apply a nonparametric bootstrapping procedure to evaluate the significance of the 
path coefficients too (Davison and Hinkley 1997); we provide the path estimates in 
Table3.In this research, the two paths for which we find no support are from the customer 
experience with organization to the brand loyalty and the brand awareness to the brand 
image. Thus, the results provide full support for all of the Hypotheses except 3
rd
 and 11
th
 
Hypotheses. 
 
Table 3. Structural Parameter Estimates 
Hypothesis Path t-statistics 
(bootstrap) 
Hypothesis 
Testing 
H1 External Brand Communications  
Brand Awareness 
0.44*** Positive Supported 
H2 External Brand Communications 
Brand Image 
0.23** Positive Supported 
H3 Customer Experience with Organization 
 Brand Loyalty 
0.04 Not Supported 
H4 Customer Experience with Organization 
 Brand Image 
0.17*** Positive Supported 
H5 Customer Experience with Organization 
External Brand Communications 
0.89*** Positive Supported 
H6 Customer Experience with Organization 0.30*** Positive Supported 
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Perceived Quality  
H7 Organization’s Presented Brand 
 Brand Awareness 
0.49*** Positive Supported 
H8 Organization’s Presented Brand 
 Brand Image  
0.36*** Positive Supported 
H9 Organization’s Presented Brand 
 Perceived Quality 
0.70*** Positive Supported 
H10 Brand Awareness Brand Loyalty 0.59*** Positive Supported 
H11 Brand Awareness Brand Image 0.09 Not Supported 
H12 Brand Image  Brand Loyalty 0.34*** Positive Supported 
H13 Brand Image Brand Association 0.46*** Positive Supported 
H14 Perceived Quality Brand Image 0.13* Positive Supported 
H15 Perceived Quality Brand Association 0.50*** Positive Supported 
H16 Brand Loyalty Brand Equity 0.43*** Positive Supported 
H17 Brand Association Brand Equity 0.50*** Positive Supported 
Note: * Significant at the p < 0.05,** Significant at the p <0.01.*** Significant at the p 
<0.001 
 
Table 4. Mediating effect 
 
Testing the Hypothesis 
In Hypothesis 1, we postulated that external brand communications have positive 
effects on brand awareness. The impact of external brand communications on brand 
awareness was positive and significant (p<0.001). With Hypothesis 2, we investigated the 
effect of external brand communications on brand image. We found significant and positive 
Mediator Path VAF
1
 Z
2
 
External Brand 
Communications 
Customer Experience with 
Organization 
 Brand Image 
0.56 3.59*** 
Brand Awareness 
External Brand 
CommunicationsBrand Image 
_ 1.80 
Organization’s Presented Brand 
 Brand Image 
_ 1.79 
Brand Image 
Customer Experience with 
Organization 
Brand Loyalty 
0.59 2.42* 
Brand Awareness Brand Loyalty _ 1.66 
Perceived QualityBrand 
Association 
0.12 
1.97* 
Perceived Quality 
Organization’s Presented Brand 
 Brand Image 
0.20 1.70* 
Customer Experience with 
Organization 
 Brand Image 
0.15 1.98* 
Note: * Significant at the p < 0.05,** Significant at the p <0.01.*** Significant at the p 
<0.001 
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effects of external brand communications on brand image (p <0.01). But in Hypothesis 3, 
we have not found a significant relation between customer experience with organization 
and brand loyalty. In Hypotheses 4-6, we found significant and positive effects of customer 
experience with organization to brand image, external brand communications and perceived 
quality (p <0.001). Also in Hypotheses7-9, the impact of organization’s presented brand on 
perceived quality, brand awareness and brand image was found positive and significant     
(p <0.001). In Hypothesis 10, we found significant and positive effects of brand awareness 
on brand loyalty (p <0.001), but in Hypothesis 11we have not found a significant relation 
between brand awareness and brand image. Also in Hypotheses 12-13, we found significant 
and positive effects of brand image on brand loyalty and brand association(p <0.001).And 
in Hypotheses 14-15, we found significant and positive effects of perceived quality on 
brand image (p <0.05), and brand association (p <0.001). Finally in Hypotheses 16-17, we 
find significant and positive direct effects of brand association and brand loyalty on brand 
equity (p <0.001). Also among the eight moderating effects tested; we found five 
statistically significant effects for interaction term. The results of mediation analysis 
indicate that effects of external brand communications and organization’s presented brand 
toward brand image are not mediated by brand awareness. And the effect of brand 
awareness on brand loyalty is not mediated by brand image. These findings are consistent 
with the findings of the path coefficients. The revised model is given in Figure 3. 
 
 
 
* Significant at p < 0.05   ** Significant at p <0.01 
*** Significant at p <0.001 
Figure3.Revised Model  
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The inter-relationship between the individual elements of customer-based brand equity 
and applicability of the suggested customer based brand equity scale on the bank industry 
has been examined in this study. Our model comprises the nine dimensions (brand equity, 
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customer experience with organization, organization’s presented brand and external brand 
communications). 
This study contributes to understanding of customer based brand equity phenomena 
and its measurement by examining the dimensions of this construct. Customer based brand 
equity concept is measured by breaking down this construct into the components and the 
relations between these components are tested. So the end results give opportunity to 
develop detailed brand equity strategies for e-service industries. 
This study relies on a sample of e-banking customers, which may provide insights into 
the banking brand equity phenomena. Five dimensions in this research are similar to Berry 
and Seltman (2007). These dimensions are including brand awareness, brand association, 
customer experience with organization, organization’s presented brand, and external brand 
communications. Although the brand awareness is a critical factor for the brand equity (as 
an important task of brand management is to get the brand in the consumer’s consideration 
set), According to the statistical results, brand awareness has not a significant effect on 
brand image in e-banking industries. This result is consistent with the study of Bailey and 
Ball (2006) which stated that having a brand name alone is not a guarantee of success 
within the service industries. The present research also enriches customer-based brand 
equity measurement by adding three dimensions which consists of brand image, brand 
loyalty, and perceived quality. The findings depicts that brand loyalty has a significant and 
direct effect on brand equity, while brand image and perceived quality have an indirect and 
significant impact on brand equity, and have a direct impact on brand association. Also, the 
path analysis results specifically reveal that both brand awareness and brand image have a 
significant impact on brand loyalty. These findings are partially consistent with Seric and 
Saura (2012), Aaker and McLoughlin (2010), Biedenbach, Bengtsson and Wincent (2011) 
and Im, Kim, Elliot and Han (2012). Customer experience with organizationis found to be a 
key to createexternal brand communications and brand image. External brand 
communication has a positive significant impact on brand awareness. Also, brand 
awareness, brand image and perceived quality are mainly influenced from the 
organization’s presented brand. In addition, perceived quality is the basic cues for brand 
image in thee-banking industries and potential marketing plans. As Bailey and Ball (2006) 
and kayaman and arasli (2007) stated, developing positive perceptions of quality are vital 
parts of brand image in service industries. 
 
Managerial implications 
Customer based brand equity is a valuable tool not only for e-banking industry but also 
for other service industries to evaluate their branding strategies. Also, it gives service 
industry practitioners a structured approach for formulating their branding strategies and 
illustrates its different components and their relations contribute to branding strategies 
effectiveness. This model helps managers to allocate resources across brand equity 
components. The managers should increase their organization’s brand awareness through 
various marketing efforts such as advertising, direct mail, trade press, word-of-mouth 
communication, and promotion activities (Grover and Srinivasan, 1992) and as a result, 
they may increase their perceived quality, brand association, brand loyalty and brand image 
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as well as profitability of their organizations. One of the strategies that can be used by the 
bank managers is using attractive physical features and creating an elegant atmosphere for 
the service provided. Brand loyalty is one of the most important competitive survival tools 
because loyal customers provide higher market shares and profits, referrals, and 
competitive advantage (Tepeci, 1999).Having a brand loyal customer profile in the service 
industry is crucial. One of the strategies of having such a customer profile is creating a 
desirable environment in the service organization. The employee’s politeness and timely 
service has a positive impact on perceived quality that customer perceptions are mainly 
influenced by the staff’s behaviour. One of the first steps in maintaining customer brand 
loyalty is to build and sustain a positive brand image because a strong brand image 
distinguishes an organization from the competitors. 
 
Limitations and Directions for Future Researches 
The survey is limited to only e-banking services. Thus, future research should attempt 
to examine brand equity across many different service categories. 
It should also be noted that no performance measurements have been conducted in this 
survey due to inability to gather the required financial data, including performance 
measurement and financial performance of the studied bank. 
In this study, perceptual and not actual behavioural measures of customer service and 
quality were used. It would be meaningful from a managerial view to use hard marketing 
data such as published survey reports or data from the firms that are marketing the focal 
brands. Further analysis should explore the interaction effect of marketing activities on 
brand equity. 
It is certainly interesting to compare the component of service brand equity in different 
cultures and investigate how to adapt service instruments to foreign markets. 
Furthermore, although respondents were assured that their responses were treated 
confidentially and anonymously by researchers, it probable results were affected by socially 
response tendencies. 
 
Notes 
1. Variance Accounted For 
2. Sobel Test 
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